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O B J E C T I V E S

CREDIT EMILY CARR



V I S I T   A U S T I N   D E P A R T M E N T S
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C O N V E N T I O N   S A L E S

A U S T I N   S P O R T S   C O M M I S S I O N

C O N V E N T I O N   S E R V I C E S

M A R K E T I N G   C O M M U N I C A T I O N S

The Austin Music Office

T O U R I S M

V I S I T O R   S E R V I C E S 

S T R A T E G I C   A L L I A N C E S
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T O U R I S M   
I M P A C T   &   
F O R E C A S T



T O U R I S M   I M P A C T   &   F O R E C A S T
S T A T E   O F   T H E   T R A V E L   I N D U S T R Y
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T I T L E
T I T L E
Domestic travel represents greatest impact to U.S. 
travel spending losses T I T L E

T I T L E
Hotel occupancy and rates will take multiple years 
to recover
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Texas trips of 50+ miles demonstrate an upward trend 
beginning in April

 International travel recovery forecasted to peak  
 in 2022 

T I T L E
T I T L E
Intent for future travel declined since March but 
remains steady

Anticipated shift to drive-market trips among those 
still planning to travel

T O U R I S M   I M P A C T   &   F O R E C A S T
S T A T E   O F   T H E   T R A V E L   I N D U S T R Y
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F Y   2 0  /  2 1   A U S T I N   O U T L O O K

C O V I D - 1 9   L O C A L   E C O N O M I C   L O S S   A N A L Y S I S

I M P A C T   O F   C A N C E L E D   V I S I T   A U S T I N   B O O K I N G S I M P A C T   O F   S X S W   
C A N C E L L A T I O N

(-40.3% YOY)

I M P A C T   T O   A U S T I N   H O T E L   I N D U S T R Y 
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D E S T I N A T I O N   
&   I N D U S T R Y   
O B J E C T I V E S
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The current state of the industry demands strategic solutions to new challenges. At the heart of the FY20/21 marketing plan is a sense of 
urgency to rebuild Austin’s travel and hospitality industry. In this time of great uncertainty, it is critical to also maintain a long-range view 
prepared and equipped to deploy targeted activities to meet market needs.  

D E S T I N A T I O N   &   I N D U S T R Y   O B J E C T I V E S

P R O T E C T   &   E V O L V E   T H E   A U S T I N   B R A N D

L I V E   M U S I C   C A P I T A L   O F   T H E   W O R L D ®  
Live Music Capital of the 

World®

M A I N T A I N   T O P - O F - M I N D   A W A R E N E S S   
O F   K E Y   D E S T I N A T I O N   P I L L A R S

A D A P T   T O   N E W   M A R K E T   E N V I R O N M E N T

S T A B I L I Z E
In this phase, we will look to tried-and-true sales and marketing tactics to inspire Austin brand engagement and visits. This phase 
will also require foresight and innovation to adapt to new norms for both leisure and meeting travel.

R E B U I L D   &   R E S T O R E
Restoring agreements with convention groups, providing resources to Austin’s hospitality community, and maintaining top-of-mind 
awareness and support of local businesses are top priorities during this phase.

N O R M A L I Z E
This phase will be marked by sustainable outcomes which signal the return of a healthy tourism and hospitality industry. Given its 
long-range view, these strategies will remain fluid, prompting ongoing conversation and collaboration with relevant stakeholders. 

See these phases in the tactical plan pages 16-18. 

Visit Austin will deploy a tactical plan that adapts to the ever-evolving landscape brought on by the Covid-19 pandemic. This plan, set in 
motion in March of 2020, outlines short- and long-term strategies to restore the local industry and welcome visitors back to Austin. The full 
impact of this global crisis is yet to be seen, and full recovery may not be achievable within one fiscal year.
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P R O M O T E   &   S U P P O R T   L O C A L   B U S I N E S S E S   A N D  
E V E N T S  

D E S T I N A T I O N   A N D   P R O D U C T   D E V E L O P M E N T
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O R G A N I Z A T I O N   
G O A L S



O R G A N I Z A T I O N   G O A L S
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This chart reflects changes to Visit Austin’s annual goals based on contract renegotiation with the Austin Convention Center. In order to 

represent the most relevant industry metrics, some goals have been replaced or removed. Due to market conditions brought on by the 

COVID-19 pandemic and anticipated budget and staff reductions, Visit Austin will reevaluate organizational goals in September 2020 and 

adjust if necessary. 

G O A L S
A N N U A L  
G O A L S
1 8 - 1 9

A N N U A L  
R E S U L T S
1 8 - 1 9

A N N U A L 
G O A L S 
1 9 - 2 0

1 9 - 2 0
R E S U L T S 
O C T - MAR

P R O P O S E D 
A N N U A L   G O A L S  
2 0 - 2 1 
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G O A L S

A N N U A L  
G O A L S
1 8 - 1 9

A N N U A L  
R E S U L T S
1 8 - 1 9

A N N U A L 
G O A L S 
1 9 - 2 0

1 9 - 2 0
R E S U L T S 
O C T - M A R

P R O P O S E D 
A N N U A L   G O A L S  
2 0 - 2 1 

$365,739
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T A C T I C A L
P L A N 



T H E   F U L L   I M P A C T   O F   T H I S   G L O B A L   C R I S I S   I S   Y E T   T O   B E   S E E N ,   A N D   F U L L   
R E C O V E R Y   M A Y   N O T   B E   A C H I E V A B L E   W I T H I N   O N E   F I S C A L   Y EA R .
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D E S T I N A T I O N   S U C C E S S   M E T R I C S :

●

●

●

P H A S E   1 :
R E B U I L D   &   
R E S T O R E

 T A C T I C A L   P L A N 
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W I L L   B E   M A R K E D   B Y :

C I T Y W I D E   H O T E L 
O C C U P A N C Y< 45% 



T A C T I C S :
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●

D E S T I N A T I O N   S U C C E S S   M E T R I C S :

●

●

●

●

P H A S E   2 :
S T A B I L I Z E 
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W I L L   B E   M A R K E D   B Y :

C I T Y W I D E   H O T E L 
O C C U P A N C Y46-64% 



T A C T I C S :

●

●

●

●

D E S T I N A T I O N   S U C C E S S   M E T R I C S :

●

●

●

P H A S E   3 :
N O R M A L I Z E 
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W I L L   B E   M A R K E D   B Y :

C I T Y W I D E   H O T E L 
O C C U P A N C Y65% + 
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M A R K E T I N G   
C A M P A I G N S



M A R K E T I N G   C A M P A I G N S 

Visit Austin, From Home
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●

●

●

1 3 0 , 0 0 0   R E A S O N S   T O   M E E T   I N   
A U S T I N   C A M P A I G N *
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W A Y   B E T T E R   
L I V E   2 0 2 0   
A D V E R T I S I N G
C A M P A I G N
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 T H I R D   Q U A R T E R F O U R T H   Q U A R T E R

O C T O B E R   2 0 2 0

N O V E M B E R   2 0 2 0

D E C E M B E R   2 0 2 0

J A N U A R Y   2 0 2 1

F E B R U A R Y   2 0 2 1

M A R C H   2 0 2 1

A P R I L   2 0 2 1

M A Y   2 0 2 1

J U N E   2 0 2 1

J U L Y   2 0 2 1

A U G U S T   2 0 2 1

S E P T E M B E R   2 0 2 1

F Y 2 0 - 2 1   V I S I T   A U S T I N   A C T I V I T I E S 
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C O N T A C T   
I N F O



   A D M I N I S T R A T I O N

   M A R K E T I N G ,   C O M M U N I C A T I O N S ,   M U S I C ,   F I L M ,   T O U R I S M

   S T R A T E G I C   A L L I A N C E S
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V I S I T   A U S T I N

C O N T A C T   I N F O R M A T I O N



   C O N V E N T I O N   S A L E S   A N D   A U S T I N   S P O R T S   C O M M I S S I O N

   C O N V E N T I O N   S E R V I C E S

   V I S I T O R   C E N T E R   |   6 0 2   E.   F O U R T H   S T.   A U S T I N ,   T X   7 8 7 0 1

D I R E C T :   5 1 2 . 4 7 8 . 0 0 9 8   |   T O L L   F R E E :   1 . 8 6 6 . G O . A U S T I N   ( 4 6 2 . 8 7 8 4 
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C O N T A C T   I N F O R M A T I O N



2 0 2 0  E X E C U T I V E   C O M M I T T E E

S C O T T   B L A L O C K R O B   H A G E L B E R G T O M   N O O N A N

J O E   B O L A S H C I N D Y   L O T O M   S T A C Y

G R E G   C H A N O N G E N E   M C M E N A M I N R O D N E Y   S I E B E L S 

J E N N I F E R   C U R R I E R S K E E T E R   M I L L E R T R I S H A   T A T R O  

29

V I S I T   A U S T I N   B O A R D   O F   D I R E C T O R S

2 0 2 0   B O A R D   O F   D I R E C T O R S

M A Y O R   S T E V E   A D L E R R O B   H A G E L B E R G D E W I T T   “ D E ”   P E A R T

S C O T T   B L A L O C K K E R R Y   H A L L N E N A D   P R A P O R S K I

J O E   B O L A S H T A M   H A W K I N S J I M   R I T T S

T I N A   C A N N O N L U I S   A .   R O D R I G U E Z

B I L L Y   C A R T E R N A T A L I E   K E N N E D Y R O D N E Y   S I E B E L S 

G R E G   C H A N O N C I N D Y   L O T O M   S T A C Y

R A N D Y   C L A R K E G A R Y   M A N L E Y S T E V E N   S T O U T

S P E N C E R   C R O N K J O A N N A   M C C R E A R Y T R I S H A   T A T R O 

J E N N I F E R   C U R R I E R G E N E   M C M E N A M I N J E F F   T R I G G E R

J O H N   D A I G R E S K E E T E R   M I L L E R C O U N C I L   M E M B E R   K A T H I E   T O V O

R O B   G I L L E T T E J A C K   M U R R A Y J A C Q U E L I N E   Y A F T

M I C H A E L   G I R A R D T O M   N O O N A N



V I S I T A U S T I N . O R G

8 6 6 - G O - A U S T I N   O R   5 1 2 - 4 7 4 - 5 1 7 1

A U S T I N   V I S I T O R   C E N T E R :   6 0 2   E .   F O U R T H   S T . ,   A U S T I N ,   T X   7 8 7 0 1

V I S I T   A U S T I N   A D M I N :   1 1 1   C O N G R E S S   A V E . ,   S T E .   7 0 0 ,   A U S T I N ,   T X   7 8 7 0 1

https://www.dropbox.com/referrer_cleansing_redirect?hmac=awNDiBSEQp4O42vaJiAJAEBxQo8CM3rDWt0%2FjAOmoyw%3D&url=http%3A%2F%2FVisitAustin.org

